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i  

 

 

While there is significant interest in marketing applications of artificial intelligence (AI), 

widespread adoption remains limited. However, AI holds immense potential to revolutionize 

marketing practices. Therefore, research on AI in marketing is essential. By analyzing current 

applications, exploring potential future use cases, understanding implementation strategies, and 

identifying areas for improvement, you can develop a comprehensive perspective on the long-term 

impact of AI in marketing. 

 

AI offers both new approaches to value creation and distribution for customers as well as 

improvements to current marketing strategies. For example, Through the incorporation of AI, 

social media marketing and programmatic advertising can achieve a more unbiased and 

comprehensive understanding of customer behavior, along with enhanced understanding through 

data-driven forecasting, businesses are leveraging advanced marketing tools such as voice 

technology, biometrics, and conversational user interfaces. These cutting-edge innovations enhance 

the value for both brands and consumers by offering scalable experiences and in-depth knowledge. 

Key attributes of these tools include extreme personalization and cost-effectiveness. 

 

However, before fully implementing Artificial Intelligence in realm of marketing, various critical 

issues should be kept in mind, including the potential for malicious use, its impact on workforce 

dynamics, and the technological infrastructure itself. Given the structural shifts this entails— 

ranging from evolving skill requirements to changes in marketing strategies and brand focus—it is 

important to properly check the long-term implications that such a significant transformation. 
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study's scope and significance. 

Digital marketing is one of the areas that has been most affected by the widespread use of 

artificial intelligence (AI). AI technologies are reshaping how businesses interact with 

customers, optimize campaigns, and analyze data. This project explores "The Role of 

Artificial Intelligence in Shaping Digital Marketing," aiming to uncover the ways in which 

AI drives innovation and efficiency in this dynamic field. 

 

Background 
 

with research on smart applications has driven progress in marketing. AI has a major part in 

4
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the domain, facilitating the development of advanced business opportunities and shaping the 

growth of digital marketing strategies for future. 

 

Research Problem 
 

 

 

 

 

 

Familiarity with AI systems and techniques relevant to marketing tools greatly enhances the likelihood 

of running successful campaigns. Effective marketers also recognize the limitations of current AI 

technologies, which helps them strategically leverage these tools. Interestingly, studies have shown that 

marketers' predictions are sometimes more accurate than AI-generated forecasts. Research continues to 

explore the intersection of marketing and AI, emphasizing the growing importance of understanding 

both disciplines to create impactful marketing campaigns. 
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Research Gaps 

While significant advancements have been made in integrating AI into digital marketing, several 

Gaps remain. Current research often emphasizes technological capabilities but lacks focus on 

practical implementation strategies. Moreover, there is limited exploration of how AI 

influences customer relationships, decision-making, and ethical considerations in marketing 

practices. The potential challenges businesses face during AI adoption, such as cost 

implications, workforce upskilling, and data privacy concerns, also require deeper analysis. 

 

Objective and Aims 

 

This research will evaluate the impact of AI in domain of digital marketing. It 

seeks expand current theories regarding the incorporation of AI into world of 

digital marketing strategies and its effects on marketing outcomes. The research 

will explore the role and applications of Artificial Intelligence on digital 

marketing and analyze where/how businesses can use it for betterment of their 

effectiveness. The study will address the following key questions: 

 Q1: What role does AI play in contemporary digital marketing? 

 

 Q2: How is AI poised to influence the future of digital marketing? 

 

 

Scope of this Study 

Since marketing is a broad topic, I have concentrated on the field of digital marketing. Due 

to their extensive media coverage, I decided to focus my research on digital marketing and 

artificial intelligence before writing my thesis. My primary areas of interest will be artificial 

intelligence, machine learning, digital marketing, and bigdata. I will also discuss the future 

applications of artificial intelligence in business and marketing. I want to encourage more 

marketing education in the quickly growing sector of digital marketing by sharing their 

studies. 

1
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Key Concepts 
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This chapter aims to teach some of the basic ideas of artificial intelligence (AI), including 

machine learning, deep learning, and digital marketing. The knowledge that has been 

accumulated over the past 20 years is extremely important to today's kids. Even if experts might 

not have realized the benefits that data could have provided to organizations, data now forms the 

basis of daily operations for enterprises.. 

 

 

 

2

8
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accurate classification and prediction. Supervised learning enables systems to forecast outcomes for 

unprocessed data effectively, leveraging insights gained from training on labeled datasets. 

1. UnsupervisedLearning 

Unlike supervised learning, this type of machine learning involves analyzing and classifying data 

structures without prior knowledge of output variables. It extracts meaningful patterns or critical 

insights directly from raw, unstructured data. This approach allows for a deeper exploration of data 

relationships and hidden structures without relying on labeled examples. 

2. ReinforcementLearning 

Distinct from the first two models, reinforcement learning employs a framework where the system 

This method often utilizes deep learning techniques to create models capable of optimizing 

performance based on prior processed data. Its primary objective is to enhance decision-making by 

iteratively improving based on the feedback loop. 

Each of these machine learning approaches serves distinct purposes, contributing to AI's ability to process, 

analyze, and learn from vast and complex datasets. 

 

Deep learning has revolutionized the technology sector by automating tasks through digitally encoded data. 
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This transformation underscores the need for continued research and applications of artificial intelligence and 

deep learning across diverse technological advancements, further expanding its capabilities and impact. 

 

 

Digital Marketing 

 

This approach gained prominence in the 1990s with the advent of the internet. Businesses often 

integrate both traditional and digital marketing strategies in their campaigns, as both share fundamental 

principles and offer innovative ways to connect with customers and understand their behavior. 

While traditional marketing options remain relevant, it facilitates two-way interactions between 

companies and customers by combining marketing efforts with customer feedback. The adaptable 

nature of digital technologies allows businesses to create new value in emerging environments. 

 

 

This trend highlights the need to examine how digital marketing research aligns with advancements in 

the corporate sector, providing insight into areas where further exploration and innovation are required 
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Digital Marketing Tools 
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Social Media Marketing 

 

Social media platforms have transformed how people connect and share information, ideas, and opinions in 

the marketing landscape. This shift has brought about three major changes for businesses, driven by social 

media's unique characteristics as "powerful, networked, equitable, and engaging organisms." 

 

First, it has enabled contact between organisations and consumers in ways that were previously unfeasible. 

Through various platforms like social networking sites (e.g., Instagram, Snapchat, TikTok, Meta), messaging 

services (e.g., Twitter), and creative communities (e.g., YouTube), social media networks allow people to 

come together around shared values andinterests, fostering direct engagement between brands and their 

audiences. 

 

Second, it has reshaped consumers - businesses interact and influence one another. Social interactions— 

whether active, passive, or through simple conversations—impact purchasing decisions and consumer 

behavior. These interactions, often referred to as "word-of-mouth (WOM) effects," play a significant role in 

shaping buying habits and brand perceptions. 

 

Lastly, the accessibility of social media data has enabled businesses to manage customer relationships more 

effectively and make more informed decisions. Data from social media is often described from its 

"size/volume, variation, and speed/velocity" (3Vs), providing businesses with valuable insights into customer 

preferences, trends, and behavior. 

 

AI enhances the effectiveness of social media marketing by identifying optimal times for sending emails, 

determining when emails are most likely to be read, and recommending the best content, design, and imagery 

based on customer preferences. Algorithms can also detect patterns to predict which offers will resonate with 

customers. For example, some customers may be more motivated by free delivery, while others may respond 

better to discounts on specific products, such as furniture or electronics. This level of personalization, 

powered by AI, enables businesses to target their audience more precisely and drive greater engagement. 

 

AI-driven Marketing 

 

 

AI has become an invaluable tool in marketing, helping businesses identify customer needs, match them with 

1

1
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the appropriate products or services, and encourage purchasing decisions. With AI-powered marketing 

strategies, businesses can see a significant increase in sales. According to a 2018 McKinsey study, marketing 

was identified with over 400 use cases employing advanced AI techniques. 

 

AI enables the development of machine learning algorithms that predict customer behavior by examining the 

data like customer sentiment, transactions, habits of browsing, and other key metrics. By leveraging 

personalized communication, recommendations, and data-driven insights, AI helps design strategies that 

drive engagement of customer and retention. Ultimate goals of Artificial Intelligence in marketing are to 

reduce costing, increase profits, and enhance overall customer’s satisfaction. 

 

A prime example of AI in action is the chatbot, which mimics human intelligence to. While primarily used to 

streamline customer service, chatbots also offer valuable data analysis capabilities that can improve digital 

marketing efforts, making them an effective tool for enhancing business operations and customer 

interactions. 

 

 

1

1
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Conceptual Model 
 

Fig 1: Concept Model (Source: Tanveer, M., Khan, N., & Ahmad, A. R. 2021, April) 

 

 

The conceptual diagram above illustrates the interconnectedness of marketing automation, digital 

marketing, business objectives, and performance. It highlights the relationships between these 

elements, showing how marketing automation, artificial intelligence (AI), and digital marketing work 

together to influence overall business outcomes. 

 

AI is meant to have an important part in enhancing digital marketing, with marketing automation 

also having a considerable impact. The model suggests that most businesses will see improvements 

in their digital marketing efforts when marketing automation and AI are integrated into their systems. 

This combination is anticipated to drive positive changes in digital marketing strategies, ultimately 

benefiting business objectives and improving performance. 

2
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Figure 2: AI through the customers lifecycle (Spangenrg, 2017) 

Previous Research on AI in Digital Marketing 

1. AI's Impact on Marketing Efficiency 

McKinsey & Company (2018) reported that AI technologies, including ML and DL, have enabled 

marketers improve efficiency by automatic repeated activities like data analysis, customer 

segmentation, personalized content delivery. AI-driven marketing campaigns have been shown to 

result in better targeting and conversion rates compared to traditional methods. 

2. Customer Personalization and Predictive Analytics 

According to a PwC report (2017), 41% of marketers reported improved performance through the use 

of AI for customised experiences for customer. AI is instrumental in utilizing predictive analytics 

anticipate consumer needs, enabling businesses to deliver timely and relevant recommendations 

across various digital platforms. 

3. AI in Programmatic Advertising and Social Media 

Research by Kaplan and Haenlein (2020) emphasized the growing role of AI in programmatic 

advertising, where algorithms optimize ad placements based on real-time data. Similarly, Artificial 

11
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Intelligence powered tools for social media networking marketing examine consumer behavior and 

engagement patterns to optimize distribution of content and campaign effectiveness. 
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This chapter outlines the methodological framework and the qualitative approach used in this thesis. It 

provides a comprehensive overview of the data collection process, validity measures, analysis techniques, 

limitations, and ethical considerations. Data was collected through structured interview questions, and a 

template analysis was conducted in advance to guide the research process. 
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Primary Data 

 

 

Rather than using a survey, qualitative interviews provide a deeper understanding of the subject matter. 

Interviews often feel more meaningful than completing a brief survey. For this study, Semi-structured 

interviews served as the main mode of data collection, as they provided flexibility to explore topics in depth while 

maintaining a clear focus for preparation of key discussion topics while also giving interviewees flexibility in 

how they responded. 

 

 

1
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Secondary Data 

 

 

Secondary data means info that has already been gathered, analyzed, and documented by other sources. This 

data typically includes details from sources such as official reports, censuses, or previously conducted 

research. 

For this thesis, I reviewed recent research in the field to ensure the content was current and relevant. 

According to the authors, a body of literature refers to any info that is used for uses other than its original 

intent. It can be transported across different contexts, locations, and times, and is supported by tangible 

(including digital) evidence. This literature review helped to enrich the study, offering a broader context for 

the findings from the interviews. 

 

 

Data Analysis 

 

 

Thematic analysis offers several key advantages, including its flexibility when dealing with large data 

sets and its accessibility for researchers who may be new to qualitative data analysis. For this thesis, a 

thematic framework analytical approach is used. The first step in conducting this analysis involves 

reviewing the transcripts of the data collected. Once the researcher becomes familiar with the data, they 

begin observing and identifying recurring patterns. 

 

. 

3
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As previously stated in the research methods, a total of 10 participants contributed source for the 

report. To better understand and analyze the themes that emerged from the data, the tool 

MAXQDA was used. MAXQDA is a software designed for qualitative and mixed methods 

research, allowing the researcher to organize, code, and analyze the data systematically. By using 

MAXQDA, the researcher can identify key themes and patterns, making it easier to interpret the 

data in a comprehensive and structured manner. 

. 

 

 

Interview Results 
 

 

1

11
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1.  

Suggestions for Approach Refinement: AI was also noted for its ability to offer recommendations 

for alternative approaches to tasks, which could improve decision-making. 

2. Unified Targeting and Automatic Optimization: The automation allowed for more streamlined and 

effective audience targeting across various online platforms, ensuring that campaigns were 

continuously refined to reach the right people. 

In summary, AI-driven automation provided a major boost in efficiency, ensuring that marketing activities 

were not only faster but also more precise and optimized, with minimal human intervention required. 

 

1.  

identify patterns allowed for more accurate targeting of potential customers, ultimately improving 
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sales conversion rates. 

2. Enhanced Targeting Efficiency: AI was seen as a powerful tool for reaching more precise target 

groups. By analyzing customer behavior, preferences, and interactions across multiple channels, AI 

can create more refined customer profiles and ensure marketing efforts are directed at the right 

audience, leading to greater marketing efficiency. 

3. Faster and More Effective Than Human Effort: While humans can perform tasks similar to AI, the 

general consensus was that AI outperforms human capabilities in terms of speed and effectiveness. AI 

mechanism can process and examine huge amount of data far more quickly than humans, allowing 

businesses to make real-time adjustments and decisions that would be difficult for human marketers to 

achieve manually. 

4. Consistency in Optimization: Unlike human-driven processes, AI ensures continuous optimization, 

making real-time adjustments to campaigns based on new data, ensuring they remain effective over 

time. 

Overall, participants agreed that AI’s role in optimization is transformative, offering businesses the ability to 

streamline their operations, improve targeting, and achieve better results in a faster, more efficient manner 

than traditional human-driven methods. 

 

 

3
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Humans could completely rely on AI to make the appropriate judgment, if not the right one, 

according to participants in future-focused debates on these topics. Many participants brought up 

the fact that Finland, in particular, has stringent privacy regulations and that, should something the 

AI did go wrong, there might be legal ramifications. Many participants contended that the shift was 

positive and that AI will generate additional employment as the current ones vanished when the 

subject job losses was raised. Every participant concurred that artificial intelligence (AI) has a 

promising   future   overall,   particularly   in   the   area   of   digital   marketing. 

 

 

 

AI is generally more effective and optimized than humans, according to the participants. One member, 

however, talked about how they personally lost money when AI was first being used because they too had to 

learn how to use it. It was claimed that, once set up, it will pay for itself, despite the fact that some manual 

labor is needed. However, this claim primarily referred to one participant. There was also discussion on the 

topic of confidence in AI, with several attendees raising doubts about its reliability, particularly when 

utilizing Google's own automatic bidder. Participants also believed that people were better at creating 

individualized content that appeals to customers than AI. 
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This part gives a summary of conducted interview findings. As outlined on research methods section, the 

qualitative nature of this study requires a detailed analysis of data to uncover patterns. The themes presented 

here was derived directly from the participants' responses, which were notably similar, ensuring that the 

findings reflect the participants' authentic viewpoints. By using their exact terminology, the results mitigate 

the risk of bias, ensuring that the interpretation aligns closely with the participants' perspectives. 

With steps taken to find and validate values for this project, the report is poised to map, compare numbers in 

alignment with the research questions. This analysis will guide the next steps in the study, providing a 

learning of AI's role and effect on marketing, as explored by the insights shared by the participants. 

 

 

As mentioned in methodology section, 6 individuals participated in the study, divided into 2 groups on the 

basis of their occupation: three marketing professionals and three AI experts. These participants were 

selected to provide diverse point of view on the use of Artificial Intelligence in digital marketing. The 

interview guides are categorized by their relevance to the research objectives, ensuring focused data 

collection. 

The key finding of the study is AI can enhance strategies by using customers data swiftly. This capability 

allows companies to optimize their strategies, create personalized customer experiences, and improve 

decision-making. The study also emphasizes that marketers when they are well-versed in the tools techniques 

they use, understanding both marketing management and the practical applications of AI. 

Furthermore, AI’s ability to process vast datasets and generate predictive models allows businesses to 

navigate dynamic shifts in digital commerce more effectively. By leveraging AI, companies can make data- 

driven decisions that enable personalized marketing, better customer engagement, and improved financial 

outcomes. Ultimately, the study suggests that integrating AI and machine learning expertise into marketing 

practices enhances predictive capabilities and supports more effective marketing strategies, offering 

substantial competitive advantages. 

1

1

4
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The result revealed a wide range of professional backgrounds amongst the participants, with various 

specializations in AI and marketing. Despite this diversity, all participants shared a common view on the 

relationship between AI and marketing. They unanimously agreed that AI-driven automation is central to 

modern marketing initiatives. Each participant emphasized that AI’s current state is crucial for automating 

marketing processes, and that despite having expertise in other areas, they decided to deepen their knowledge 

of AI to improve their marketing strategies. 

Participants also expressed a shared perspective on AI’s operational characteristics, likening its decision- 

making process to that of a human brain, but with the advantage of being faster and more effective. 

According to the marketing AI experts, the AI systems in use today have become sophisticated enough to 

make decisions similar to human ones, but with far greater efficiency. 
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Figure 8: Stop of Words Lists (Source: MAX QDS) 

 

 

 

How AI is developing and how it affects marketers' duties 

 

 

The interview also delves into the responsibilities marketers should take on and how AI can be applied within 

marketing. Participants highlighted the vitality of socially awareness & innovation in the automating process, 

emphasizing role AI in transforming marketing strategies. 
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When asked about their expectations for AI, the participants expressed excitement, anticipating significant 

improvements in marketing strategies. They discussed how AI, by leveraging data from previous campaigns, 

could map markets, track customer locations, and identify content that resonates most with audiences. One 

participant even predicted that AI would eventually revolutionize the relationship between marketers and 

customers, making it easier to personalize interactions and understand customer emotions. This level of 

emotional and psychological insight would enable marketers to tailor their strategies more effectively, 

meeting customer needs in a more targeted and empathetic manner. 

Marketers also shared their belief that AI would help achieve marketing's ultimate goal: customer 

satisfaction. By gathering and analyzing data about customers' preferences, AI is expected to streamline 

marketing efforts and provide more precise solutions to meet customer demands. 

Several marketers mentioned that the integration of AI technologies had significantly boosted productivity in 

their organizations. Tools were noted as key technologies enhancing marketing systems. Marketers 

emphasized that, in today's digital landscape, being tech-savvy is essential. AI is seen not just as a tool but as 

a way to automate and simplify the application of human cognitive processes, making marketing operations 

more efficient and effective. 

 

 

Beyond task automation, the most notable benefit of AI for marketers is its ability to enhance the relevance 

of their offerings to customers. With the sheer volume of options and information available, consumers can 

feel overwhelmed. AI helps businesses better match content with customer interests, thereby improving 

customer engagement and increasing sales. By understanding consumer behavior across multiple platforms 

and touchpoints. 

Customization in AI can be interpreted in different ways depending on context and individual preferences. 

For some, it may involve a tailored recommendation system based on past behaviors and preferences. Others 

may associate personalization with specific habits/ needs. No matter of the form it takes, customization is 

essential for building customer loyalty and satisfaction. 

4

Page 35 of 43 - Integrity Submission Submission ID trn:oid:::27535:94706745

Page 35 of 43 - Integrity Submission Submission ID trn:oid:::27535:94706745



32  

Leveraging AI allows businesses to deliver more relevant and engaging experiences at various touchpoints, 

which is crucial for improving customer loyalty. However, companies must balance personalization with 

privacy concerns, ensuring that customers’ personal data is handled ethically and securely. 

 

Marketers who fail to integrate AI into their strategies face challenges in quickly processing and utilizing 

large amounts of customer data. Timing is critical—if marketers fail to engage customers at the right moment 

with the right information, there is a risk that potential opportunities will be missed. With AI, marketers can 

ensure they deliver accurate, relevant information, which is vital given that consumers often struggle to 

differentiate between valid and misleading information online. By making decisions that are both precise and 

timely. 

 

AI tools are employed to define, map, and understand key performance indicators (KPIs), which are critical 

for optimizing marketing efforts and measuring their success. 
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The results suggests that expertise in Artificial Intelligence is not essential for using AI systems effectively. 

The participants indicated that specialized skills are secondary to the ability to operate the technology itself. 

They argued that the use of AI does not inherently make a system flawed, and both groups agreed that prior 

knowledge of AI is not a prerequisite for utilizing AI tools. However, they acknowledged that having some 

understanding of AI could be beneficial. 

Additionally, the interviews highlighted the importance of prior AI experience, especially among specialists. 

They emphasized the need for marketers to be aware of the ethical and legal implications, particularly 

regarding datas’ protection. As such, they called for the development of clear regulations and standards to 

promise ethical. 

Marketers also recognized the necessity of collaboration between AI experts and marketing professionals to 

effectively integrate AI into marketing strategies. They stressed the ongoing need for learning and staying 

current with emerging AI trends and technologies to remain competitive in the evolving marketplace. 

1

12

13
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The marketing industry is widely recognized for its significant growth potential, particularly through 

the integration of technology. Over time, marketing strategies have evolved, and modern technological 

advancements have played a pivotal role in increasing efficiency. These innovations help businesses to 

make larger number of good to enhance their ability to advertise and sell products more effectively. 

The fusion of big data and the development of smart applications has also led to breakthroughs in 

marketing, allowing organisations to track individual preferences or behaviors to tailor their marketing 

efforts. 

 

This study focused on the effect of AI and market automation in improving digital marketing 

outcomes. Findings indicate that both AI and automation have been highly beneficial for digital 

marketing efforts. Companies that adopted these technologies saw significant improvements, aligning 

with earlier research. Marketers are optimistic about the continued role of AI in replacing many 

traditional marketing processes, with a focus on refining automation to achieve even better results. In 

particular, marketers are eager to learn how to use these technologies to communicate more effectively 

with customers and better understand their needs. 

 

However, concerns were also raised, particularly around the control companies have when 

implementing automation of AI. Some marketers expressed uncertainty about how their organizations 

regulate AI-driven marketing efforts. For marketing managers who are not fully familiar with AI 

technology, integrating AI into marketing systems can be seen as costly and unnecessary. Furthermore, 

some marketers feel that AI is still limited in its understanding of human intelligence, a point also 

shared by AI experts. While automation is praised for solving problems and simplifying tasks, there is 

an underlying fear of losing control over marketing campaigns. It is also suggested that AI expertise 

alone does not necessarily lead to a dramatic improvement in marketing performance. 

 

The key AI expertise needed for automation is the ability to evaluate the system’s performance by 

understanding the capabilities of the tools being used. It’s important not only to understand the basic design 

of AI tools but also to know how they function in practice, ensuring that their deployment aligns with the 

goals of the marketing strategy. As such, caution is advised when incorporating AI into digital marketing 1

2
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strategies. 

 

 

Enabling the creation of highly personalized customer experiences and pushing marketing efforts to 

unprecedented levels. Marketing managers should increasingly aim to integrate market automation and AI 

into their systems as these technologies become more ubiquitous. AI is expected to have a positive economic 

impact, potentially boosting GDP through higher investment returns. As technology continues to replace 

traditional human-driven marketing tasks, processes like communication are becoming more efficient, 

contributing to overall effectiveness in the field. 

 

Managerial Implications 
 

 

 

These skills essential for gathering precious consumer feedback for development of product and its 

innovation, as well as effectively communicating with customers to meet their needs. Creativity will remain 

vital for decision-making, fostering business innovation, and determining product features. As AI continues 

to impact marketing, the advanced role of the marketing specialist will become increasingly crucial. 

 

However, marketers should be cautious about over-relying on data, as this could stifle creativity and 

encourage risk aversion. Therefore, striking a balance between creativity and data-driven insights will be 

essential. While AI is predicted to understand and contribute to aspects of the creative process, human 

creativity will still be key, especially in the development of new products and strategies. 

 

Limitations of this study 

 

 

This project encountered several drawbacks. First, the size of the sample was limited to six respondents, 

which may not fully represent the broader reality. Therefore, the findings may only apply to this specific 

instance, and to gain a more comprehensive understanding, a larger sample size and a quantitative research 

1
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design may be necessary. While there may be similarities with other organizations, some disparities could 

prevent the findings from being universally applicable. 

 

Additionally, finding experts who were both knowledgeable and willing to discuss AI and digital marketing 

proved challenging. Despite having promising leads, many potential participants were unable or unwilling to 

participate due to busy schedules or other reasons. This forced the authors to work diligently to meet their 

personal goal of completing the study within a limited timeframe. To further enhance the research, the 

authors also attended business events to expand their network of interviewees. 

The study also relied on digital mediums to gather interview data, which, although efficient, may have 

affected the depth of interaction. Nonetheless, the research process provided valuable experience in time 

management. Without effective time management, completing the thesis within the given timeframe would 

have been impossible. 
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these foundations by focusing on the most current and popular AI features in the industry. Additionally, some 

of the interviewees in this study were relatively young professionals, so incorporating perspectives from more 

experienced AI specialists would likely add valuable depth and offer a broader view of how AI is evolving in 

the field. 
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APPENDIX 

 
Appendix A 

Interview Questions 

1. Background and Job Role: Can you describe your professional background and your current role? 

How is your work related to artificial intelligence? 

2. Understanding AI: What does artificial intelligence mean to you personally, and how do you 

interpret its relevance? 

3. AI and Digital Marketing: How familiar are you with digital marketing, specifically the relationship 

between AI and marketing strategies? 

4. Required Skills for Marketing Managers: What skills, knowledge, and abilities do you think I 

marketing managers need to successfully apply AI-driven marketing automation? Where did you gain 

your knowledge about AI, SEO, and machine learning? 

5. Experience with AI and Marketing Tools: Do you have any experience using machine learning 

(ML), content marketing, or social media marketing strategies? If so, which ones? 

6. AI in Digital Marketing: Can you share your thoughts on the aspects of digital marketing that AI 

 

currently helps improve? 

1.  Future of AI in Marketing: In your opinion, what will the role of AI be in the future for marketing 

businesses, consumers, and society as a whole? 

2. Marketing Opportunities wjith AI: What marketing opportunities do you think AI presents for 

businesses? 

J. Understanding AI Tools: How would you assess the level of understanding that marketers have 

about online platforms and other AI tools? 

4. Impact of AI on Consumer-Brand Interaction: How do you think AI will affect the way companies 

and consumers interact with each other? 

5. Obstacles to AI Development in Marketing: What do you believe is the biggest obstacle to the 

development and integration of AI in marketing? 

1

1

1

2

3

3
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